This paper presents an empirical investigation to identify and rank the factors of information market development systems influencing on the market share development. The population of this survey includes all managers who work for SMEs in city of Tehran, Iran. The study selects a sample of 230 people randomly and a questionnaire is distributed among them in Likert scale. Cronbach alpha has been calculated as 0.814, which is well above the minimum desirable level. Using structural equation modeling the study has determined seven factors including valid data, information, strategic information, organizational information, supportive information, customer information, development information and data analysis, which influence market share development.
Introduction
One of the most important and strategic action for stimulating economy is to boost small and medium businesses (SMEs) and there are several studies to detect important factors influencing on development of SMEs. Abid et al. (2012) explored the authentic leadership styles of an entrepreneurs and its effect on employee's commitment and satisfaction. They looked to give a tentative test of the connection among employees' awareness of the business creator as an authentic leader and the employees' attitudes. Zarandi (2012) investigated key-factor analysis of elements affecting women's employment in small and medium enterprises (SME) among women living in Tehran. Basu et al. (2011) attempted to identify and prioritize the factors influencing proper implementation of Enterprise resources planning (ERP) systems in a business organization particularly for Indian SMEs. The research presented here is specifically targeted the Indian SMEs, which have already accomplished the process of implementing ERP system. Noudoostbeni et al. (2009) evaluated important success factors and failure factors in Malaysian SME firms and attempted to recognize the most effective ones. The implementation of critical issues determined for successful implementation were proper team composition and effective training of users. Besides, two issues identified responsible for the failure of the implementation were poor project planning and inappropriate training method. Upadhyay and Dan (2009) proposed a survey for Indian SME's and reported that certain critical factors could lead to positive implementation of ERP. Özgener and İraz (2006) analyzed the factors influencing the implementation of customer relationship management (CRM) at small and medium-sized tourism enterprises in Cappadocia. They reported that communication-distribution infrastructure, business dynamics, customer relations and innovation-quality factors affect CRM. Business dynamics played essential role in customer relations. They also concluded that the most important barriers to small and SMEs in the tourism sector were inadequate supporting budgets, lack of senior management commitment to CRM and poor communication. Gounaris et al. (2007) designed and empirically validated an instrument for measuring the effectiveness of a marketing intelligence system (MkIS). Exploratory and confirmatory factor analysis indicated that the proposed measuring instrument could meet acceptable criteria of reliability and validity. The effectiveness of MkIS was determined to comprise both internal and external components, related on the one hand to the extent to which the user organization improves functional effectiveness and corporate climate and on the other to its adaptability to market conditions and its customer responsiveness. Salavou et al. (2004) considered determinants of organizational innovation in SMEs, as expressed by the number of product innovation adoptions. Using some data from 150 manufacturing firms in Greece, the study tried to identify the importance of strategic orientation and competitive structure. First, strategy-driven characteristics, such as market orientation and learning, seemed to increase SMEs' innovative performance. Second, competition-related characteristics, and more specifically industry concentration and barriers to entry, seemed to have substantial impacts on SMEs' innovative activity. The study suggested that market-and learning-oriented SMEs facing strong competition appeared to be more innovative. These results were discussed in the context of Greek SMEs in food, beverages and textile sectors, taking into account the specific conditions prevailing. Lu and Beamish (2001) investigated the effects of internationalization, an entrepreneurial strategy employed by SMEs, on firm performance. Using concepts derived from the international business and entrepreneurship literatures, the study developed four hypotheses associated with the extent of foreign direct investment (FDI) and exporting activity, and the relative use of alliances, to the corporate performance of internationalizing SMEs. Based on a sample of 164 Japanese SMEs to test these hypotheses, they determined that the positive effect of internationalization on performance extends primarily from the extent of a firm's FDI activity. They also determined some evidence consistent with the perspective that companies face a liability of foreignness. When organizations first begin FDI activity, profitability declines, but bigger levels of FDI were associated with higher performance. Exporting moderates the relationship FDI maintained with performance, as pursuing a strategy of high exporting concurrent with high FDI was less profitable than one, which involved lower levels of exports when FDI levels were high. Finally, they determined that alliances with partners with local knowledge could be an effective strategy to overcome the deficiencies SMEs face in resources and capabilities, when they could expand into international markets.
The proposed study
This paper presents an empirical investigation to identify and rank the factors of information market development systems influencing on the market share development. The population of this survey includes all managers who work for SMEs in city of Tehran, Iran. The study selects a sample of 230 people randomly and a questionnaire is distributed among them in Likert scale. Cronbach alpha has been calculated as 0.814, which is well above the minimum desirable level. The study uses principal component analysis with Varimax rotation. Kaiser-Meyer-Olkin Measure of Sampling Adequacy is equal to 0.74 and Bartlett's Test of Sphericity yields Chi-Square = 4130.930 with Sig. = 0.000. Table 1 demonstrates some basic statistics associated with the questionnaire. According to the results of Table  1 , all data are within desirable levels and we normality assumption may hold on the data. 
The results
In this section, we present details of the implementation of principal component analysis. We first present the results before rotation in Table 2 . Fig. 1 also shows the results of Scree plot to extract the number of components.
Fig. 1. The summary of Scree plot
As we can observe from the results of Scree plot, we may extract 7 factors to describe all necessary components of information market development systems influencing on the market share development. Table 3 and Table 4 present the results of principal component analysis before and after rotation. In our survey, we have used structural equation modeling and Fig. 2 shows details of the implementation. Based on the results of Table 4 we have determined seven factors including valid data, information, strategic information, organizational information, supportive information, customer information, development information and data analysis. In our survey, all statistical observations are meaningful when the level of significance is five present.
Conclusion
We have presented an empirical investigation to identify and rank the factors of information market development systems influencing on the market share development. The population of this survey includes all managers who work for SMEs in city of Tehran, Iran. Using structural equation modeling the study has determined seven factors including valid data, information, strategic information, organizational information, supportive information, customer information, development information and data analysis. In our survey, strategic Information has been the most important followed by customer Information and valid date.
